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Abstract 
 
The n-Screen Experience: 
An Analysis of Multi-screen and Multitasking Media Consumption in Relation to 
Genre Choice 
 
Alexander F. Rybacki 
 
 
The purpose of this study was to analyze how genre affected multiscreen 
television viewing.  The study was conducted by surveying 120 participants.  
Analysis included which types of shows led to multiscreen interaction, as well as 
what types of multiscreen experiences viewers were partaking in during a 
particular type of show.  The study also examined what motivated viewers to use 
another screen during a program.   69% of the participants utilized another screen 
while watching television.  Their primary reasons were to avoid commercials, 
something on the show piqued their interest, or because the program could not 
hold their full attention.  It was also found that social media interaction was a 
major driving force behind multiscreen use.  Overall, it can be concluded that 
viewers are utilizing a second screen for a large part of their television viewing.  
Because of this, producers and content creators must find a way to create a 
complete, cross-platform experience with their show.   
 
 
 
 
 
 
 
 
  
 
 
  
CHAPTER 1: INTRODUCTION 
 
“Vote online or via text for your favorite contestant.”  “Watch exclusive 
behind-the-scenes content from your favorite show on our website.”  “Live tweet 
with the stars during the show.”   
 
These types of promotional lines have become commonplace in today’s 
television landscape as multi-screen viewing has changed the way content is 
consumed.  Multi-screen use refers to when viewers are utilizing one or more 
internet-connected devices, such as a laptop, smartphone, or tablet, while 
watching a television or video content on a first screen.  Audience members use 
other screens to text friends, check their social networks, read email, play games, 
or browse the internet.   
 
Television content was originally confined to a single screen experience. 
Viewers had to watch content strictly on a traditional television and according to a 
specific schedule.  As internet service speeds increased and better quality video 
could be uploaded online, new content became available (Chronister 2014).  
Social media interaction allowed for disparate viewers to interact and discuss the 
content they were viewing on television.   
 
Viewers soon began using their mobile devices to consume video content 
(Chronister 2014).  Originally, the content was short and consisted mainly of clips 
from other video sources.  As the technology continued to advance, longer and 
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user-generated content began to flood the web.  Content, such as that on Netflix, 
soon became personalized because a viewer’s preferences and taste could be 
taken into consideration.    
 
The multi-screen viewing experience has not only changed the media 
consumption landscape for audience members, but for producers and advertisers 
as well.  Video and media content can now be consumed from anywhere, at any 
time, and on any device the viewer chooses.  Also, marketers are beginning to 
push their brands on social media in order to entice viewers to watch their 
programming.  Advertising has become more niche-based because it can be more 
directly focused at a specific audience.   
 
As television networks and media companies add newer and more interactive 
content to their internet, mobile, and social media outlets, creating more varied 
multi-screen experiences, multitasking while watching television has become an 
accepted norm.  Numerous devices that enable enhanced multitasking, or have the 
ability to let the user work on different applications simultaneously, are currently 
being produced.  Some even allow the user to multitask within the same virtual 
space, similar to having multiple windows open on a computer desktop, without 
having to constantly switch between applications.  Second-screen experiences and 
the advancement of multitasking technology are transitioning television and 
media content towards a nonlinear, personalized, converged experience that can 
be consumed anywhere, anytime, and on any device (Roehm, 2013).   
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Statement of the Problem 
 
Multi-screen experiences affect the primary content viewing experience in 
new ways every day.  Due to increased use of multiple screens while watching 
television, and the implementation of multi-screen experiences, more personalized 
experiences have become what media consumers desire. Because of rising multi-
screen use, content needs to change in order to reach an evolving audience and 
programming must be transformed from its current linear form to the nonlinear 
digital realm.  In order to better understand multi-screen viewers’ personal 
preferences and better cater to their individual needs, research must be conducted 
on how user’s multi-screen use varies depending on the programming. 
 
Background and Need 
Because a large number of television viewers are now using a secondary 
device while watching programming, analysis of what they are doing on the 
second screen can help networks, producers, and advertisers to better reach them 
on multiple platforms.  By looking how various genres differ with regard to 
second screen activity, creators can see how effective their programming is at 
holding viewers’ attention.  Also, by understanding what motivates viewers to 
turn from the television program to a secondary screen, producers and advertisers 
can see where their content encourages cross-platform interaction.  
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Purpose of the Study 
 
This study analyzes how multi-screen use is affected by viewers’ genre 
choices. It examines the multi-screen experiences in which viewers are engaging.  
This work also investigates whether live viewing or time delayed viewing affect 
multi-screen use. Also, the research looks toward the future of multi-tasking 
technology and how it can be adapted and utilized for video content viewing.   
 
Research Questions 
 
Research Question 1: How does genre affect multi-screen usage? 
 
Research Question 2: Which types of multi-screen experience do different 
genres promote or encourage?  Which social networks best engage users with 
respect to television? 
 
Research Question 3: During a program, what motivates viewers to use a second 
screen? 
 
Research Question 4: How effective are programs and commercials at guiding 
viewers to their specific second screen usage applications?  
 
Significance to the Field 
 
 As more video content moves online, and viewers’ attention becomes 
more diverted, it is necessary to analyze how viewers are consuming and 
interacting with content.  It is beneficial to see what content viewers are 
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connecting with as well as how much of the content they comprehend.  As 
technology continues to progress, and new multi-tasking functionality becomes 
more prevalent, it must be discovered how television and media content will 
adapt.   
 
Definitions 
 
Multi-screen experience – the use of a mobile device to view secondary content, 
such as bonus videos or social media interactions. 
 
Primary content – the programming or video content that is being viewed first, 
and then driving viewers to a multi-screen experience or multi-screen interaction. 
 
Secondary/Mobile devices – smartphones, tablets, and laptop computers. 
 
Limitations 
 
 The research is based on a small sample of the population.  In order to gain 
a better understanding of the impact of multi-screen experiences on the television-
viewing experience, more participants could be utilized.  Also, several more 
designs for future multi-tasking experiences could be created to provide a 
contrasting version.   
 In addition, of 209 surveys that were started, only 120 were completed.  In 
order to accurately analyze the data, only completed surveys were used. 
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Ethical Considerations 
 
In data collection, no participant responses were influenced or modified by 
the researcher.  
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CHAPTER 2: LITERATURE REVIEW 
 
The popularity of networked computers, multi-user software, internet use, 
and social networking helped to create a digital culture. Technology is not the 
catalyst for societal change, but a change in our behavior or the adoption of new 
behaviors (Shirky, 2008).  This digital culture and the behaviors people have 
adopted have changed how they define their new, constantly connected lives 
(Deuze, 2006).  People no longer live a life separate from media, but a life within 
the media (Deuze, 2011).  Media have become so engrained in their lives that it 
has become invisible to people and they no longer see how it shapes their lives. 
Though media affect a large portion of their lives, people can benefit from a 
media-connected lifestyle.     
 
All new forms of media are a “remediation” of prior forms of media, such 
as the use of literature in film or the digitization of books, video, and audio 
(Bolter, 1999). Rather than seeing media as being repurposed and refashioned in 
new forms of media, people focus on the differences between old forms and new 
forms. New digital media try to create a seamless and transparent experience for 
the user.  As new forms of media retool and reimagine older forms of media, 
older media looks for ways to repurpose new digital media (Bolter, 1999).  This 
remediation between forms of media leads to “convergence.”   
 
 Convergence is “the flow of content across multiple media platforms, the 
cooperation between multiple media industries, and the migratory behavior of 
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media audiences who would go almost anywhere in search of the kinds of 
entertainment experiences they wanted” (Jenkins, 2008). In the internet age, there 
is a convergence of technology.  Convergence is reliant on “participatory culture” 
where consumers make connections from various disconnected media sources 
(Jenkins, 2008).  Rather than technology merging media together in a single 
“black box,” people are the source of convergence (Jenkins, 2008).  Devices that 
allow for multiple functions are the result of the primary push of consumers to 
find new connections from various media outlets.  The perfect example, for the 
purpose of this study, is the use of social media to discuss and expand the 
television-viewing experience, creating what many refer to as “social TV” (Solis, 
2012).   
 
Television viewing is changing, and that change is not in television itself, 
but, rather, video content (Lotz, 2009).  Television viewers now want a high-
quality experience that delivers the premium content they want on any device they 
chose, whether on a tablet, computer, television, or smartphone.  This has led to 
new content, new audience expectations, and new strategies for future 
programming. Viewers are also changing their viewing habits as more high-
quality content is offered on multiple platforms. Because of this growing trend, 
content providers are continuously looking for ways to capitalize and profit from 
multi-screen and mobile viewing.   
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Television, it can be argued, as it was originally developed, no longer 
exists.  Many programs and networks, due to digital media and technology, have 
worked to “integrate” the internet and new media into the television-watching 
routine (Katz, 2009).  The ability to watch content where, when, and how people 
want to has enabled viewers to engage with a wider range of content and interact 
with one another like never before.  Because of this, the majority of people no 
longer have to only view the content that industry “professionals” deem good for 
them, and instead, can watch what they wish. Television is entering a new era and 
“phase” of its existence, one in which social media interaction and internet culture 
will play an integral part (Katz, 2009). 
 
In order to perfect multi-screen, or “three-screen viewing,” some 
researchers feel there is a need for “cloud” content that works across multiple 
devices (Lin, 2013).  Due to changing audience expectations and content 
consuming culture, television content creators must change the way it is presented 
(Roscoe, 2004).   
 
High speed internet, mobile connectivity, and social media changed the 
way people watch television and video content (Chronister, 2014).  Eighty-seven 
percent of adults use the internet as of 2014 (Internet User Demographics, 2014).  
Mobile devices have enabled viewers to watch content anywhere, anytime, and on 
any device (Gimpel, 2013). It was estimated that video consumption would be 
equal in 2015 on set-top boxes and mobile devices (Verghese).  Some analysts 
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believe that mobile and internet use will surpass television viewing (eMarketer, 
2013).   
 
Over half of all adults watching television use their phone or another 
device while watching TV (Smith, 2012).  For a large number of these viewers, 
the mobile device is used simply as a distraction during commercial breaks, 
however a growing number of individuals are using their devices to interact with 
other viewers, comment on programming, or gain information about something 
they saw (Smith, 2012). 
 
 Because video content can be consumed anywhere, anytime, and on any 
device, television has moved from its traditional viewing patterns to new 
behaviors, such as multi-screen viewing (Phalen, 2013). Mobile device owners 
are using their devices while watching television in a multitude of ways including: 
surfing the web, online shopping, checking sports scores, email, television 
program discussions on social media, looking up information on a specific 
program or actor, and buying products they saw advertised on television (The 
Digital Consumer, 2014).  Multiscreen viewing has become part of many people’s 
daily routine and give producers a lot of room to integrate and expand their 
content across multiple platforms (Roehm, 2013).  If producers and distributors 
wish to remain viable in today’s video content market, it is essential that they 
deliver multiscreen content (Verghese).   
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Social media has changed the way people interact with one another while 
watching television (Chronister, 2014).  It has enabled viewers to engage in real-
time interactions with other audience members around the world (Roehm, 
2013).Seventy-four percent of adults now utilize some form of social networking 
(Duggan, 2015).  Approximately 17% of television viewers engage in some form 
of social media in “real-time” while watching television programming 
(eMarketer, 2013).  As more social media focus on television partnerships, this 
“real-time” online “socializing” will increase (eMarketer, 2013).   
 
 Social media has not only taken a major foothold in the television 
industry and affected how viewers consume media and content, but will 
completely change media consumption for the future (Schreurs, 2013). Rather 
than fight the change, the industry should embrace the use of social media and 
allow for viewers to have more choice and influence on the content they consume 
(Schreurs, 2013). This will ultimately lead to television moving out of a “linear 
model” and into a new digital format that enables new opportunities and 
challenges for media producers and advertisers (Bradley, 2006).  Television and 
video content providers now enable viewers to personalize their experiences, 
interact with content, and make their own viewing choices. There is currently a 
trend toward “short-form” streamed content, such as videos found on YouTube or 
Vine (Horan, 2008).  Networks will need to find a way to fit into a world where 
everyone is a content creator (Bradley, 2010). 
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Social media have changed the game for marketers and advertisers in 
today’s digital world as well.  Television provides the broadest reach for those 
individuals, however social media has allowed for deeper interactions with 
customers and audience members (Gupta, 2011).  To many advertisers, 
multiscreen experiences enable for better, longer lasting brand messaging (Oza, 
2014).  Advertisers, as well as television networks, need to make a major 
commitment to social media, rather than just small-scale, secondary material.  
Also, syndicators not only want to increase the use of social media in relation to 
their content, but they also want to push station affiliates to build second-screen 
experiences on the local level (Albiniak, 2012).   
  
However, social media will not be the driving force for the future of 
multiscreen television viewing (Solis, 2012).  Television programs now live 
beyond the start and end of their time slot and advertising campaigns exist outside 
of their 30-second spot.  Consumers discuss shows and commercials on social 
media.  Content creators must realize how viewers and consumers relate to their 
content and how people utilize the internet and social media in relation to their 
content (Bishop, 2013).  Many start fan sites, create memes, write fan fictions, or 
remediate the original content in another way.   
 
In creating new television and video content, producers must look at their 
product as a franchise with “interconnected” cross-platform parts (Gillan, 2011). 
This production ideology helps to create viewers who have “multiple browser 
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windows open as they watch or re-watch the show and simultaneously access its 
other franchise elements or sponsor websites” (Gillan, 2011).   Producers and 
advertisers must now design a full experience that enables viewers to engage and 
participant with the content (Solis, 2012).  Viewers want to be able to seamlessly 
interact with all their media.  Because of this, content creators need to create 
cross-platform strategies that tie their content’s various parts together, rather than 
having separate experiences for each screen (Bishop, 2013).   The need to engage 
viewers on multiple platforms is necessary because the users that “came of age 
during this time” watch television and video content on alternate platforms or 
devices and not as they air on traditional television (Gillan, 2011).   
 
Multiscreen usage is significant for producers and broadcasters because, if 
left unmanaged, viewers’ attention will be drawn away from the primary 
television content (Martinolich, 2012).  Since multiscreen use can vary so much, 
broadcasters dislike some activities, such as e-mail, web browsing, and texting, 
because they are generally unrelated to the primary content (Martinolich, 2012).  
To better connect the two screens, broadcasters use “call to action” graphics or 
promotions for multiscreen campaigns during their programming. The first screen 
can drive interaction as well as display second screen information, such Twitter 
handles or web addresses (Martinolich, 2012).  Through social and online 
campaigns, broadcasters promote viewer engagement by allowing audience 
members to discuss programming, participate in polls, or interact with producers 
or cast members (Martinolich, 2012).   
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When it comes to building multiscreen experiences, producers must keep 
the audience and the goal in focus.  Because this is a secondary screen, the goal 
should be to supplement and extend the primary content, not overshadow it (Oza, 
2014).  At the same time, the second screen needs to add something to the 
experience and cannot just feel superfluous (Oza, 2014).   If they can find the best 
way to engage audience members on multiple platforms, producers and 
broadcasters can increase their viewership and, potentially, draw more revenue.   
 
Utilizing eye-tracking technology, studies have been conducted to 
measure the visual attention of audience members while viewing a drama and a 
documentary while simultaneously engaging in a “second screen experience” 
(Holmes, 2012).  A large portion of the viewing time was spent looking at the 
second screen, about 30%.  It was noted that, even though most times viewers 
looked at the second screen was during commercials and when interactive content 
was available, sometimes viewers did look toward the second screen without any 
prompting.  Additionally, 63% of tablet owners use their tablets and watch 
television simultaneously at least once a week (GFKMRI, 2012).  When looking 
strictly at tablet users, 36% of users feel they pay equal attention to both screens, 
36% feel they pay more attention to what they are doing on the tablet, and 28% 
feel they pay more attention to the television programming (GRKMRI, 2012).    
 
Genre-specific multi-screen use started in the 1990’s.  Because people 
who had access to the internet and computers for scientific research purposes 
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worked at universities and high-tech companies, science fiction was the first genre 
to generate online discussion (Gillan, 2011). In the 1990’s, only dedicated fans 
engaged in active online discussions.  By the end of the first decade of the 21st 
century, however, online “fandoms” became a household term.  Shows such as 
The X-files, Buffy The Vampire Slayer, Alias, and Lost, helped to develop and 
drive the online fan culture, from storyline discussions to theories about upcoming 
episodes (Gillan, 2011).   
 
Sporting events are currently the most tweeted about programs on 
television, reaching nearly 500 million tweets in 2013 (The Digital Consumer, 
2014).  The top five genres that were tweeted about in 2013 were, in order: reality 
with 110 million tweets, drama with 85 million tweets, music with 43 million 
tweets, comedy with 43 million tweets, and sitcoms with 33 million tweets (The 
Digital Consumer, 2014).  Super Bowl XLVIII was the highest tweeted program of 
2014, with about 25 million tweets (Swartz, 2014).   
 
Outside of special event programming, the top three tweeted television 
shows were, in order: The Walking Dead with an average of 576,000 tweets per 
episode, Pretty Little Liars with an average of 489,000 tweets per episode, and 
Scandal with an average of 391,000 tweets per episode (Swartz, 2014).   
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CHAPTER 3: METHODOLOGY 
 
 This study attempts to answer the following research questions: 
  
Research Question 1: How does genre affect multi-screen usage? 
 
Research Question 2: Which types of multi-screen experiences do different genres 
promote or encourage?  Which social networks best engage users with respect to 
television? 
 
Research Question 3: During a program, what motivates viewers to use a second 
screen? 
 
Research Question 4: How effective are programs and commercials at guiding 
viewers to their specific multiscreen usage applications?  
 
 This qualitative case study explores the relationship between television 
programming genres and multi-screen use.  A survey was distributed and used to 
collect data from multi-screen users to analyze their cross-platform engagement 
based on the video content they frequently consume.  The data were collected and 
organized based on participants’ responses.   
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Setting 
 
 This survey study was created through Qualtrics and was distributed 
across multiple social media networks: including Facebook, Twitter, and 
LinkedIn, as well as through email. 
 
Participants 
  
The sampling procedure used by the researcher was purposive sampling.  
The participants were restricted to those who owned multiple devices and screens.  
The participants also represented varied ages and cultural backgrounds. 120 
participants completed the 33 question survey.   
 
Measurement Instrument 
 A researcher-made survey was created to measure participants’ multi-
screen viewing experience in relation to genre.  The survey also measured the 
participants’ motivations for using a second screen, as well as their opinions on 
television content that is provided on social media. 
 
Procedure 
First, participants completed an initial set of demographic questions.  
Next, they were asked about their television consumption, which genres they 
preferred, and which devices they owned.  Participants were then asked to explain 
for which activities they used multiple devices during each type of show 
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including: internet research/browsing, playing games, texting or calling, Twitter, 
Facebook, other social media, email, online shopping, researching the show, 
reading, work-related activities, or other. 
  Next, participants were asked to rate television-related news, discussion 
and content on eight social networks: Facebook, Twitter, Instagram, Snapchat, 
Tumblr, Vine, Pinterest, and Reddit. 
  Participants were then asked to discuss what they used a secondary device 
for during specific shows.  Finally, they were asked why they used a secondary 
device and what motivated them to turn from a television program to another 
screen. 
Data Analysis 
 
 The collected data was categorized by each of the research questions.  
Specific survey questions were matched to specific research questions. The data 
from the surveys was presented in percentages, tables, and graphs.  The results 
were reviewed question-by-question by the researcher.   
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CHAPTER 4: RESULTS 
 
 120 participants completed the online survey.  78 participants (65%) were 
females, and 42 participants (35%) were males.   Of the participants, 21% were 19 
years old or younger, 33% were between the ages of 20 and 24, 27% were 
between the ages of 25 and 34, 8% were between the ages of 35 and 44, 10% 
were between the ages of 45 and 54, and 3% were 55 or older. 
When analyzing weekly television consumption, 10% of the participants 
watch two hours or less, 24% watched three to four hours, 28% watched six to ten 
hours, 29% watched eleven to twenty-five hours, and 8% watched 26 hours or 
more per week (Table 1).   
 
Table 1. 
Hours of television per week viewed by participants  
 
Hours Participants % 
0 to 2 12 10% 
3 to 5 29 24% 
6 to 10 34 28% 
11 to 25 35 29% 
26 or more 10 8% 
Total 120 100% 
 
When asked which mobile devices they owned, 112 participants reported 
owning smartphones, 71 participants owned tablets, 111 owned laptops, 42 
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participants owned e-readers, and 8 participants owned other mobile devices.  All 
participants owned at least one mobile device (Table 2).   
Table 2. 
Mobile device ownership by age 
 
 19 and 
Under 
20-
24 
25-
34 
35-
44 
45-
54 
55 and 
Over 
Total 
Smart phone 21 37 30 10 12 2 112 
Tablet 12 20 18 9 9 3 71 
Laptop Computer 23 37 32 9 8 2 111 
E-reader 6 11 18 4 2 1 42 
Other 3 5 0 0 0 0 8 
I don’t own any 
mobile devices 
0 0 0 0 0 0 0 
Total 24 39 32 10 12 3 120 
 
In analyzing devices used to watch television and video content, 18% 
viewed content strictly on televisions, 32% viewed video content on desktop 
computers, 63% viewed video content on laptops, 33% viewed video content on 
tablets, and 36% viewed video content on smartphones (Fig. 3).  
 
Table 3. 
Which devices participants used to watch television content 
 
Device Response % 
Smart phone 43 36% 
Tablet 39 33% 
Laptop Computer 75 63% 
Desktop Computer 38 32% 
I only watch television programming on a television set 21 18% 
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Participants were then asked which secondary devices they used while 
watching television (Table 4).  97 participants (81%) reported using a smart 
phone while watching television, 44 participants (37%) used a tablet, 67 
participants (56%) used a laptop, 8 participants (7%) used a desktop computer, 8 
participants (7%) used an e-reader, and 5 participants (4%) didn’t use any 
secondary device. 
Table 4. 
Secondary devices participants used while watching television 
 
 
 
 
Next, participants reported how often they used a secondary device while 
watching television (Table 5).  26% of participants reported using a secondary 
device all the time, 43% used a secondary device frequently, 18% used a 
0
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secondary device sometimes, 9% used a secondary device rarely, and 4% never 
used a secondary device.  
Table 5.  
Frequency of use of a secondary device while watching television. 
 
 
 
 
 
Participants reported which genres they preferred: comedy (77%), drama 
(61%), science fiction/fantasy (61%), sitcoms (43%), documentary (43%), sports 
(29%), reality (25%), and news (25%) (Table 6).  The three genres participants 
felt required the most attention were drama (63%), documentary (40%), and 
science fiction/fantasy (35%) (Table 7).  The genres participants felt needed the 
least amount of attention were reality (5%), talk shows (5%), and children’s 
programming (0%). Participants were also asked if they felt they understood the 
television programs they watched while using a secondary device (Table 8).  32% 
of participants felt they understood everything happening on the television 
4%
9%
18%
43%
26%
How often do you use a secondary device while 
watching television?
Never
Rarely
Sometimes
Frequently
All the time
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program, 58% felt the need to re-watch certain things, 7% felt they could not 
divide their attention between the secondary screen and the television, and 4% 
didn’t use a secondary device. 
Table 6. 
Genres participants most preferred. 
 
Genre Response % 
Drama 73 61% 
Comedy 92 77% 
Sitcoms 52 43% 
Reality 30 25% 
Sports 35 29% 
News 30 25% 
Talk Shows 12 10% 
Documentary 51 43% 
Children's Programming 5 4% 
Science Fiction/Fantasy 73 61% 
Animation 36 30% 
 
 
 
Table 7. 
Analysis of which types of programming viewers believe demand the most 
attention 
 
 Response % 
Drama 75 63% 
Comedy 25 21% 
Sitcom 12 10% 
Reality 6 5% 
Sports 12 10% 
News 21 18% 
Talk Shows 6 5% 
Documentary 48 40% 
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Children's Programming 0 0% 
Science Fiction/Fantasy 42 35% 
Animation 10 8% 
 
Table 8. 
Analysis of the level of understanding of the television programming being 
watched while using a secondary device 
 
 Response % 
Yes, I understand everything that is going on. 38 32% 
Sometimes, I need to re-watch certain things. 69 58% 
No, I can't split my attention between multiple 
screens well. 
8 7% 
I don't use a secondary device while watching 
television. 
5 4% 
Total 120 100% 
 
 
Participants were then asked during which genres they were most likely to 
use a secondary device (Table 9).  38% of respondents stated that they used a 
secondary device during dramas.  Participants used a second screen during dramas 
mainly to browse or do research online (50%), use Facebook (50%), text or call 
(48%), and research the show (39%) (Table 10).  Of the participants who watched 
NCIS, 14 participants reported using Facebook, 11 participants reported texting or 
calling, and 11 participants reported researching the show or online shopping 
(Table 11).   
During science fiction/fantasy programming, 24% of participants reported 
using a secondary device (Table 9).  Primarily, participants browsed the internet 
(32%), checked Facebook (30%), researched the show (28%), and texted or made 
calls (27%) during programming of this genre (Table 10).  Of the participants who 
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watched Doctor Who, 17 used Facebook, 11 researched the show, and 17 texted 
or made calls (Table 11).   
While watching comedies, 52% of participants reported using a secondary 
device (Table 9).  Similarly, 42% of participants reported using a secondary 
device while watching sitcoms.  During comedies, participants were most likely 
to use a secondary screen for texting or calling (57%), internet browsing and 
research (53%), and Facebook (53%) (Table 10).  Sitcoms reported similar 
numbers, with participants using a secondary device to text or call (47%), browse 
the internet (45%), and check Facebook (43%).  During Modern Family, 21 
participants reported using Facebook and 19 reported texting or calling (Table 
11).  During the Big Bang Theory, 34 participants reported texting or calling and 
28 reported using Facebook.  
While watching documentary programming, 23% of participants were 
likely to use a secondary device (Table 9).  Participants were most likely to 
browse the internet (30%), text or call (24%), and research the show topic (24%) 
(Table 10).   
During reality programming, 35% of participants reported using a 
secondary device (Table 9).  Participants primarily used a secondary device to 
browse the internet (35%), text or call (34%), check Facebook (30%), or play 
games (27%) (Table 10).  While watching awards shows, 37 participants checked 
Facebook, 26 participants texted or made calls, 22 participants researched the 
program, and 13 participants played games (Table 11).  Of the participants who 
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watched The Voice, 8 participants used Facebook, 15 participants texted or made 
calls, 6 participants researched the program, and 5 participants played games. 
While watching sports programming, 37% of participants reported using a 
secondary device (Table 9).  Participants used secondary devices to browse the 
internet (37%), text or call (33%), and check Facebook (32%) (Table 10).  During 
sporting events, 32 participants used Facebook, 30 participants texted or made 
calls, and 18 participants researched the events or played games (Table 11).   
During news programming, 37% of participants used a secondary device 
(Table 9).  Primarily, participants used a secondary device to browse the internet 
(34%), text or call (28%), and check Facebook (28%) (Table 10).  While watching 
news, 34 participants used Facebook, 28 participants texted or made calls, and 22 
participants researched the news online (Table 11).   
 
Table 9. 
Genres of programming during which participants were most likely to use a 
secondary device  
 
Genre Participants % 
Drama 45 38% 
Comedy 62 52% 
Sitcom 50 42% 
Reality 42 35% 
Sports 44 37% 
News 44 37% 
Talk Shows 26 22% 
Documentary 28 23% 
Children's Programming 17 14% 
Science Fiction/Fantasy 29 24% 
Animation 24 20% 
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I don't use a secondary device while watching 
television 
5 4% 
 
 
 
Table 10. 
Analysis of how participants were using a second screen depending on the genre 
they were watching 
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Table 11. 
Analysis of how participants were using a second screen during specific shows 
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Next, participants were asked to rate social networks based on television-
related news, discussions, and content (Table 12).  Reddit received the most 
positive feedback, with 56 participants giving it either a “Good” or “Excellent” 
rating.  Twitter received 31 ratings of either a “Good” or “Excellent” and 
Facebook received 29 ratings of either a “Good” or “Excellent.”  Instagram and 
Program 
Watched 
Facebook Twitter 
and 
Other 
Social 
Media 
Playing 
games 
Texting/
Calling 
Online 
Shopping 
Research 
about 
program 
Email Other 
Sporting 
events 
32 28 22 30 14 18 17 10 
News 34 26 21 28 11 22 17 11 
Awards 
Shows 
37 36 13 26 12 22 15 4 
The Big 
Bang 
Theory 
28 28 17 34 10 9 21 8 
Modern 
Family 
21 22 10 19 10 9 11 6 
NCIS 14 12 10 11 6 5 8 8 
The 
Walking 
Dead 
10 9 3 11 3 7 4 4 
Pretty 
Little 
Liars 
8 8 4 9 3 4 3 5 
Scandal 6 8 8 7 3 5 3 3 
Game of 
Thrones 
12 12 3 14 3 10 4 4 
American 
Horror 
Story 
8 11 4 11 1 9 5 6 
Teen 
Wolf 
4 4 0 5 1 3 3 4 
Doctor 
Who 
17 14 10 17 7 11 8 6 
The Flash 6 4 4 9 3 6 4 4 
The Voice 8 10 5 15 2 6 8 6 
The 
Bachelor/
Bachelore
tte 
6 4 2 5 3 3 3 3 
House of 
Cards 
5 6 4 7 3 6 2 5 
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Snapchat received the worst ratings; Instagram received 42 “Poor” ratings and 
Snapchat received 50 “Poor” ratings.    
 
Table 12 
Analysis of how participants rated television-related news, discussion, and 
content on social networks 
 
 
 
Finally, participants were asked about their motivation for using a second 
screen (Table 13). The participants’ three main reasons were that they needed 
something to do during commercials (68%), television programs could not hold 
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their attention (59%), or something on the program piqued their curiosity (53%).  
Participants were also asked how often they turned to a second screen based on 
something they saw on television (Table 14).  Cast information was the most 
researched item, with 47 participants saying they looked it up frequently or all the 
time.  The least researched items were products or services from commercials, 
with 105 participants reporting they rarely or never researched them on a 
secondary device. 
 
Table 13. 
Analysis of why participants choose to use a secondary device while watching 
television 
 
 
 
Table 14. 
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Analysis of how often participants research the following items based on what 
they are watching on television 
 
 Never Rarely Sometimes Frequently All 
the 
time 
Total  
Product/Service 
from 
Commercials 
53 52 15 0 0 120 
Behind-the-
Scenes Content 
43 27 33 15 2 120 
Cast 
Information 
10 15 48 38 9 120 
Social Media 
Responses 
48 26 25 18 3 120 
Music from 
television 
programming 
34 26 44 13 3 120 
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CHAPTER 5: DISCUSSION 
 
Because of advancements in internet connections, mobile applications, and 
social media, multi-screen television viewing has become a habit for many. This 
study focused on how genre affects our second screen use, as well as people’s 
motivation for using a secondary device.  Because viewers are watching television 
while using secondary devices, television networks are trying to find ways to 
maintain their audiences on multiple platforms.  
Genre seems to have a limited effect on what viewers are doing on a 
secondary device.  All the major genres led to the same types of secondary screen 
use; mainly Facebook, texting, and internet browsing.  Because 69% of viewers 
are using a secondary device while watching television, it appears that, primarily, 
viewers are turning to a second screen to avoid commercials, something on the 
show piqued their interest, or because the program cannot hold their full attention.  
Even though viewers feel that certain genres require more attention than others, 
viewers seem to be willing to go back and re-watch things they missed, which is 
aided by VOD and DVR technology.  Since viewers are turning away during 
commercials or their attention is not being held, producers and advertisers need to 
find better ways to engage their viewers, as well as maintain a multi-platform 
presence.   
Because social media, especially Facebook, have become so immersive in 
everyone’s routines, producers, stars, and advertisers must make better use of 
these networks.  Producers should analyze what social networks are generating 
the best audience for their shows.  They should also look at how best to utilize 
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other social media that isn’t promoting their show as well.   
Since the main forces that drive viewers from a program to a secondary 
device are social media interaction and the cast, increasing cast-to-audience 
interaction online may help improve a show’s following.  For example, Stephen 
Amell of the CW’s Arrow, has generated 6,500 Facebook likes per day, and 
several of his videos on social media have reached several million viewers, 
helping to increase viewer interest in the show, as well as the behind-the-scenes 
production (Follmer, 2014).  More research should be conducted to look into how 
cast interaction influences viewers.   
Because of the limitations of this study, further investigation into genre’s 
effect on multi-screen use should be conducted using a larger survey size.  Also, 
investigating what specific things viewers are doing on the internet or social 
media could glean new results.  In addition, it may help to compare shows’ web 
audiences, through social media followers, to their television audiences, using 
Nielsen ratings.  
Overall, four major conclusions can be drawn. First, a majority of viewers 
in this study are utilizing secondary devices while watching television, regardless 
of the show’s genre or their need to pay attention.  Because of this, producers 
must find new ways to reach and engage their viewers to better hold their 
attention.  Second, peer and social media interaction is a major driving force 
behind multi-screen use.  Television producers should look at ways to increase 
their shows’ discussions and fan interactions through all social networks, not just 
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Facebook and Twitter.  Third, all elements of a show may influence viewers to 
use a second screen including the cast and subject matter.  Producers must 
continue to look at the large picture and see how all parts of their product can be 
utilized to draw in an audience across all platforms.  From cast and writer 
interactions, to providing behind the scenes content, producers can increase their 
audience by creating a full franchise from their show.  Lastly, multi-screen users 
are avoiding commercials and are not looking into products or services being 
advertised on television.  Because of this, advertisers must find better ways to 
secure viewers’ attention and find ways to promote their products on the 
secondary screen to which viewers are turning. 
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Appendix A 
 
I. Survey 
 
Multiscreen Use While Watching Television 
 
Q1 What is your current age? (U.S. Census)  
 Less than 16 (1) 
 16 to 19 (2) 
 20 to 24 (3) 
 25 to 34 (4) 
 35 to 44 (5) 
 45 to 54 (6) 
 55 to 64 (7) 
 65 or over (8) 
 
Q2 What is your gender? 
 Male (1) 
 Female (2) 
 
Q3 What is the highest level of education you have completed? 
 Less than High School (1) 
 High School / GED (2) 
 Some College (3) 
 2-year College Degree (4) 
 4-year College Degree (5) 
 Masters Degree (6) 
 Doctoral Degree (7) 
 Professional Degree (JD, MD) (8) 
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Q4 In which industry are you currently employed? 
 Forestry, fishing, hunting or agriculture support (1) 
 Mining (2) 
 Utilities (3) 
 Construction (4) 
 Manufacturing (5) 
 Wholesale trade (6) 
 Retail trade (7) 
 Transportation or warehousing (8) 
 Information (9) 
 Finance or insurance (10) 
 Real estate or rental and leasing (11) 
 Professional, scientific or technical services (12) 
 Management of companies or enterprises (13) 
 Admin, support, waste management or remediation services (14) 
 Educational services (15) 
 Health care or social assistance (16) 
 Arts, entertainment or recreation (17) 
 Accommodation or food services (18) 
 Other services (except public administration) (19) 
 Unclassified establishments (20) 
 Student (21) 
 Unemployed (22) 
 Retired (23) 
 
Q5 What is your combined annual household income? 
 I'd rather not say (1) 
 Under $20,000 (2) 
 $20,000 - $30,000 (3) 
 $30,000 – $39,999 (4) 
 $40,000 – $49,999 (5) 
 $50,000 – $59,999 (6) 
 $60,000 – $69,999 (7) 
 $70,000 – $79,999 (8) 
 $80,000 – $89,999 (9) 
 $90,000 – $99,999 (10) 
 $100,000 - $150,000 (11) 
 Over $150,000 (12) 
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Q6 How many members are in your household? 
 1 (1) 
 2 (2) 
 3 (3) 
 4 (4) 
 5 (5) 
 6 (6) 
 More than 6 (7) 
 
Q7 How many television are in your household? 
 1 (1) 
 2 (2) 
 3 (3) 
 4 (4) 
 5 (5) 
 6 (6) 
 More than 6 (7) 
 
Q8 How many hours of television do you watch in a week? 
 0-2 (1) 
 3-5 (2) 
 6-10 (3) 
 11-15 (4) 
 16-20 (5) 
 21-25 (6) 
 26-30 (7) 
 31 or more (8) 
 
Q9 Which types of programming do you prefer? (Check all that apply) 
 Drama (1) 
 Comedy (2) 
 Sitcoms (3) 
 Reality (4) 
 Sports (5) 
 News (6) 
 Talk Shows (7) 
 Documentary (8) 
 Children's Programming (9) 
 Science Fiction/Fantasy (10) 
 Animation (11) 
 
42 
 
Q10 Which of the following mobile devices do you own? (Check all that 
apply) 
 Smart phone (1) 
 Tablet (2) 
 Laptop Computer (3) 
 E-reader (4) 
 Other (5) 
 I don't own any mobile devices (6) 
 
Q11 On which devices other than a television set do you watch 
television/video programming? (Check all that apply) 
 Smart phone (1) 
 Tablet (2) 
 Laptop Computer (3) 
 Desktop Computer (4) 
 I only watch television programming on a television set (5) 
 
Q12 While watching television, how often do you utilize a secondary device 
(i.e. tablet, smart phone, computer, etc.)? 
 Never (1) 
 Rarely (2) 
 Sometimes (3) 
 Frequently (4) 
 All the time (5) 
 
Q13 Which secondary devices (i.e. tablet, smart phone, computer, etc.) do 
you use while watching television? (Check all that apply) 
 Smart phone (1) 
 Tablet (2) 
 Laptop Computer (3) 
 Desktop Computer (4) 
 E-reader (5) 
 I don't use a secondary device while watching television (6) 
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Q14 During which types of programming are you most likely to use a 
secondary device (i.e. tablet, smart phone, computer, etc.)? (Check all that 
apply) 
 Drama (1) 
 Comedy (2) 
 Sitcom (3) 
 Reality (4) 
 Sports (5) 
 News (6) 
 Talk Shows (7) 
 Documentary (8) 
 Children's Programming (9) 
 Science Fiction/Fantasy (10) 
 Animation (11) 
 I don't use a secondary device while watching television (12) 
 
Q15 If you are watching drama programming, in which activities are you 
partaking on a secondary device (i.e. tablet, smart phone, computer, etc.)? 
(Check all that apply) 
 Internet browsing/research (1) 
 Playing games (2) 
 Texting or calling (3) 
 Twitter (4) 
 Facebook (5) 
 Other social media (6) 
 Email (7) 
 Online Shopping (8) 
 Researching the show/actors/plot lines/etc. (9) 
 Reading (10) 
 Work-related activities (11) 
 Other (12) 
 I don't use a device while watching this type of programming (13) 
 I don't watch this type of programming (14) 
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Q16 If you are watching comedy programming, in which activities are you 
partaking on a secondary device (i.e. tablet, smart phone, computer, etc.)? 
(Check all that apply) 
 Internet browsing/research (1) 
 Playing games (2) 
 Texting or calling (3) 
 Twitter (4) 
 Facebook (5) 
 Other social media (6) 
 Email (7) 
 Online Shopping (8) 
 Researching the show/actors/plot lines/etc. (9) 
 Reading (10) 
 Work-related activities (11) 
 Other (12) 
 I don't use a device while watching this type of programming (13) 
 I don't watch this type of programming (14) 
 
Q17 If you are watching sitcoms, in which activities are you partaking on a 
secondary device (i.e. tablet, smart phone, computer, etc.)? (Check all that 
apply) 
 Internet browsing/research (1) 
 Playing games (2) 
 Texting or calling (3) 
 Twitter (4) 
 Facebook (5) 
 Other social media (6) 
 Email (7) 
 Online Shopping (8) 
 Researching the show/actors/plot lines/etc. (9) 
 Reading (10) 
 Work-related activities (11) 
 Other (12) 
 I don't use a device while watching this type of programming (13) 
 I don't watch this type of programming (14) 
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Q18 If you are watching reality programming, in which activities are you 
partaking on a secondary device (i.e. tablet, smart phone, computer, etc.)? 
(Check all that apply) 
 Internet browsing/research (1) 
 Playing games (2) 
 Texting or calling (3) 
 Twitter (4) 
 Facebook (5) 
 Other social media (6) 
 Email (7) 
 Online Shopping (8) 
 Researching the show/participants/plot lines/etc. (9) 
 Reading (10) 
 Work-related activities (11) 
 Other (12) 
 I don't use a device while watching this type of programming (13) 
 I don't watch this type of programming (14) 
 
Q19 If you are watching sports programming, in which activities are you 
partaking on a secondary device (i.e. tablet, smart phone, computer, etc.)? 
(Check all that apply) 
 Internet browsing/research (1) 
 Playing games (2) 
 Texting or calling (3) 
 Twitter (4) 
 Facebook (5) 
 Other social media (6) 
 Email (7) 
 Online Shopping (8) 
 Researching team/athletes/scores/other games/etc. (9) 
 Reading (10) 
 Work-related activities (11) 
 Other (12) 
 I don't use a device while watching this type of programming (13) 
 I don't watch this type of programming (14) 
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Q20 If you are watching news programming, in which activities are you 
partaking on a secondary device (i.e. tablet, smart phone, computer, etc.)? 
(Check all that apply) 
 Internet browsing/research (1) 
 Playing games (2) 
 Texting or calling (3) 
 Twitter (4) 
 Facebook (5) 
 Other social media (6) 
 Email (7) 
 Online Shopping (8) 
 Researching news stories/weather/traffic/etc. (9) 
 Reading (10) 
 Work-related activities (11) 
 Other (12) 
 I don't use a device while watching this type of programming (13) 
 I don't watch this type of programming (14) 
 
Q21 If you are watching talk shows, in which activities are you partaking on a 
secondary device (i.e. tablet, smart phone, computer, etc.)? (Check all that 
apply) 
 Internet browsing/research (1) 
 Playing games (2) 
 Texting or calling (3) 
 Twitter (4) 
 Facebook (5) 
 Other social media (6) 
 Email (7) 
 Online Shopping (8) 
 Researching discussions from the show/guests/etc. (9) 
 Reading (10) 
 Work-related activities (11) 
 Other (12) 
 I don't use a device while watching this type of programming (13) 
 I don't watch this type of programming (14) 
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Q22 If you are documentary programming, in which activities are you 
partaking on a secondary device (i.e. tablet, smart phone, computer, etc.)? 
(Check all that apply) 
 Internet browsing/research (1) 
 Playing games (2) 
 Texting or calling (3) 
 Twitter (4) 
 Facebook (5) 
 Other social media (6) 
 Email (7) 
 Online Shopping (8) 
 Researching discussions from the show/guests/etc. (9) 
 Reading (10) 
 Work-related activities (11) 
 Other (12) 
 I don't use a device while watching this type of programming (13) 
 I don't watch this type of programming (14) 
 
Q23 If you are children's programming, in which activities are you partaking 
on a secondary device (i.e. tablet, smart phone, computer, etc.)? (Check all 
that apply) 
 Internet browsing/research (1) 
 Playing games (2) 
 Texting or calling (3) 
 Twitter (4) 
 Facebook (5) 
 Other social media (6) 
 Email (7) 
 Online Shopping (8) 
 Researching the show (9) 
 Reading (10) 
 Work-related activities (11) 
 Other (12) 
 I don't use a device while watching this type of programming (13) 
 I don't watch this type of programming (14) 
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Q24 If you are science fiction/fantasy programming, in which activities are 
you partaking on a secondary device (i.e. tablet, smart phone, computer, 
etc.)? (Check all that apply) 
 Internet browsing/research (1) 
 Playing games (2) 
 Texting or calling (3) 
 Twitter (4) 
 Facebook (5) 
 Other social media (6) 
 Email (7) 
 Online Shopping (8) 
 Researching the show/actors/plot lines/etc. (9) 
 Reading (10) 
 Work-related activities (11) 
 Other (12) 
 I don't use a device while watching this type of programming (13) 
 I don't watch this type of programming (14) 
 
Q25 If you are animation programming, in which activities are you partaking 
on a secondary device (i.e. tablet, smart phone, computer, etc.)? (Check all 
that apply) 
 Internet browsing/research (1) 
 Playing games (2) 
 Texting or calling (3) 
 Twitter (4) 
 Facebook (5) 
 Other social media (6) 
 Email (7) 
 Online Shopping (8) 
 Researching the show/plot lines/etc. (9) 
 Reading (10) 
 Work-related activities (11) 
 Other (12) 
 I don't use a device while watching this type of programming (13) 
 I don't watch this type of programming (14) 
 
49 
 
Q26 Do you feel you have a good understanding of the programming you are 
watching while using a secondary device (i.e. tablet, smart phone, computer, 
etc.)?  
 Yes, I understand everything that is going on. (1) 
 Sometimes, I need to re-watch certain things. (2) 
 No, I can't split my attention between multiple screens well. (3) 
 I don't use a secondary device while watching television. (4) 
 
Q27 To which types of programming do feel you need to pay the most 
attention? (Check all that apply) 
 Drama (1) 
 Comedy (2) 
 Sitcom (3) 
 Reality (4) 
 Sports (5) 
 News (6) 
 Talk Shows (7) 
 Documentary (8) 
 Children's Programming (9) 
 Science Fiction/Fantasy (10) 
 Animation (11) 
 
Q28 How often do you research the following items based on what you're 
watching on television? 
 
Never 
(1) 
Rarely 
(2) 
Sometimes 
(3) 
Frequently 
(4) 
All the 
time 
(5) 
Products/Services 
from 
Commercials (1) 
          
Behind-the-
Scenes Content 
(2) 
          
Cast Information 
(3) 
          
Social Media 
Responses (4) 
          
Music from 
television 
programming (5) 
          
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Q29 Rank the following social networks in order of preference, 1-8.  If you 
don't use any social media, skip: 
______ Facebook (1) 
______ Twitter (2) 
______ Instagram (3) 
______ Snapchat (4) 
______ Tumblr (5) 
______ Vine (6) 
______ Pinterest (7) 
______ Reddit (8) 
 
Q30 How would you rate television-related news, discussions, and content 
on each of the following social networks: 
 
I Do Not 
Use This 
Social 
Network 
(6) 
Poor 
(1) 
Fair (2) 
Average 
(3) 
Good 
(4) 
Excellent 
(5) 
Facebook 
(1) 
            
Twitter 
(2) 
            
Instagram 
(3) 
            
Snapchat 
(4) 
            
Tumblr (5)             
Vine (6)             
Pinterest 
(7) 
            
Reddit (8)             
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Q31 How often do you utilize a secondary device (i.e. tablet, smart phone, 
computer, etc.) during each of the following shows? 
 
I don't 
watch 
that 
progra
m. (1) 
Neve
r (2) 
Rarel
y (3) 
Sometime
s (4) 
Frequentl
y (5) 
All 
the 
tim
e 
(6) 
Sporting events (1)             
News (2)             
Awards Shows (3)             
The Big Bang Theory 
(4) 
            
Modern Family (5)             
NCIS (6)             
The Walking Dead 
(7) 
            
Pretty Little Liars (8)             
Scandal (9)             
Game of Thrones 
(10) 
            
American Horror 
Story (11) 
            
Teen Wolf (12)             
Doctor Who (13)             
The Flash (14)             
The Voice (15)             
The 
Bachelor/Bacheloret
te (16) 
            
House of Cards (17)             
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Q32 What do you use a secondary device (i.e. tablet, smart phone, computer, 
etc.) for during each of the following programs? (Please check all that apply) 
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I 
don
't 
wat
ch 
that 
pro
gra
m. 
(1) 
I do 
not 
use 
a 
devi
ce 
whil
e 
wat
chin
g. 
(11) 
Tw
itte
r 
(2) 
Fac
ebo
ok 
(3) 
Ot
he
r 
So
cia
l 
M
ed
ia 
(4
) 
Pla
yin
g 
ga
me
s 
(5) 
Textin
g/Calli
ng (6) 
Onli
ne 
Sho
ppi
ng 
(7) 
Res
ear
ch 
abo
ut 
the 
pro
gra
m 
(8) 
E
m
ail 
(9
) 
Ot
he
r 
(1
0) 
Sporting 
events (1) 
                      
News (2)                       
Awards 
Shows (3) 
                      
The Big 
Bang 
Theory 
(4) 
                      
Modern 
Family (5) 
                      
NCIS (6)                       
The 
Walking 
Dead (7) 
                      
Pretty 
Little 
Liars (8) 
                      
Scandal 
(9) 
                      
Game of 
Thrones 
(10) 
                      
American 
Horror 
Story (11) 
                      
Teen Wolf 
(12) 
                      
Doctor 
Who (13) 
                      
The Flash 
(14) 
                      
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The Voice 
(15) 
                      
The 
Bachelor/
Bachelore
tte (16) 
                      
House of 
Cards 
(17) 
                      
 
 
Q33 Why do you choose to use a secondary device (i.e. tablet, smart phone, 
computer, etc.) while watching television? 
 Something on the program peaked my curiosity (1) 
 I like to engage in online discussions about shows (2) 
 I like to vote/participant with the content (3) 
 I shop for products I see in commercials (4) 
 Television programs can't hold all of my attention (5) 
 I need something to do during commercials (6) 
 I don't use a secondary device while watching television (7) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
